This article highlights the potential for considering the interaction between media use and human values in discussions about traditional political participation. A model is presented that suggests entertainment television exposure is associated with decreased participation for most value types but that this impact is greatest on those who rate highest the progressive values of "self-transcendence" and "openness to change." These relationships provide a context for the argument that entertainment television use is driving down political participation in Western countries. Data for ten European Union countries in the European Social Survey were used in the analyses.
Despite Robert Putnam's (1995a Putnam's ( , 1995b Putnam's ( , 2000 focus on entertainment television as the key factor in his declinist narrative on social and political involvement, quantitative political communication research has paid only marginal attention to this type of programming. The public release of the 2004 European Social Survey (ESS) offers a unique new opportunity to explore an important wrinkle in the media-participation relationship: the role of individual values as a moderator between media use and participatory behavior.
This article provides a short literature review of relevant research linking news and entertainment media exposure and attention to civic engagement, as well as a discussion of the limited research on the role of values in political behavior. While this research uses data from several European countries, the goal is to explore the values-participation relationship; it is not meant as comparative research.
The News Media and Participation
As is well known, Putnam invigorated the long-running discussion (e.g., Bryce 1888 , Lippman 1922 about the relationship between media use and civic life with his 1995 lecture at the American Association for Political Science's annual meeting (Putnam 1995a) . The paper that emerged from the lecture used General Social Survey (GSS) data to argue that increased television exposure is the leading causal agent behind a range of civic ills, including decreased social trust and declining group membership (Putnam 1995b) . Norris (1996) responded by demonstrating that, while total television exposure is negatively correlated with participation, television news and other public affairs television exposure is actually positively related to political and community participation. In 2000, Putnam used a combination of DDB Needham Life Style Survey and Roper data to again argue that television news attention, like newspaper attention, seems to have positive relationships with many facets of civic life (Putnam 2000) . He also, however, wrote that total television exposure (measured in hours) had the opposite effect, but he was again hampered by his attempt to infer exposure to entertainment television from the simple exposure measure.
1 At the same time, Norris (2000a Norris ( , 2000b ) avoided a causal argument about the media-participation relationship by suggesting the existence of a "virtuous" circle between civic engagement and attention to the news. She concluded that "the survey evidence from the United States and Western Europe consistently fails to support the claim that attention to the news media in general, and television news in particular, contributes to deep-rooted indicators of civic malaise and erosion of diffuse support for the political system" (Norris 2000b: 314) . Unfortunately, Norris is largely silent about the role of entertainment content (Norris 2000a ).
Norris's research is nevertheless consistent with a large number of other studies looking at the relationships between media use and various civic measures. Jack McLeod and his colleagues (McLeod, Scheufele, Moy, Horowitz, et al. 1999) , for example, have looked at local media use in supporting discussion and willingness to participate in a deliberative forum, while other projects have found civic engagement linked to the news media (McLeod, Dietram, and Moy 1999; Scheufele and Shah 2000; Moy 2003, 2004) , interpersonal discussion (Scheufele 2000 (Scheufele , 2002 , and Internet use (Shah, Kwak, et al. 2001) . In sum, despite a number of writings decrying the negativity and corrosive content present in much news content (Bennett 1998 (Bennett , 2003 Cappella and HallJamieson 1997; Hall-Jamieson and Waldman 2003; Patterson 1993) ,contemporary studies strongly support the idea that attention and exposure to news leads to higher levels of political participation and participation in the community.
Entertainment Television and Participation
Whereas the relationship between news media use and civic engagement has been studied extensively, the potential relationships between fiction-based entertainment media use and civic life remain mostly unexplored. Within the existing research, Shah has conducted the most elaborate survey analyses using the DDB Needham Life Survey to assess attention to several different entertainment television genres. Shah's studies report negative relationships between political engagement and science fiction viewing (e.g., X-Files; Shah 1998) and a smaller positive relationship with social drama viewing (e.g., ER and NYPD Blue; Shah 1998; Shah, McLeod, et al. 2001 ) but few relationships between political participation and either news use or total viewing time. Sitcom viewing had a negative relationship with participation (Shah, McLeod, et al. 2001) . Other research has suggested that the positive relationship between news viewing and engagement is indirect (with mediation through political conversation), whereas the negative relationship with entertainment television viewing and engagement is direct (Scheufele 2000 ; see also Scheufele and Nisbet 2002) .
Based on the above, two initial hypotheses are ventured:
Hypothesis 1:Public affairs television use will be positively associated with traditional political participation. Hypothesis 2: Entertainment television use will be negatively associated with traditional political participation.
What's Wrong with Entertainment Television? Putnam (2000) suggests that the main reason exposure to entertainment television drives down civic participation is because the time spent watching replaces time devoted to interacting with other people in the community. Timediary studies from the 1960s and 1970s showed that television viewing and listening to music were accompanied by lower levels of several free-time activities, including a slight decline in average time spent reading the newspaper (Robinson 1980 (Robinson , 1981 . Several investigators, however, dispute the "time-displacement" hypothesis by pointing out that those with the least amount of self-reported free time participate most (Hooghe 2002; Shah 1998; Uslaner 1998) . Moy et al. (1999) suggested the need for a "modified" displacement hypothesis after finding no evidence that television viewing increases individuals' sense of time pressure. Indeed, it seems clear that even if the time-displacement argument is justified, this pressure represents only one of several possible causes for decreased social engagement.
Taking a medium-to long-term approach to media effects (Perse 2001) , this article argues that an important relationship is likely to exist between entertainment television use and values and that this relationship has a further connection with participatory behavior. In one of the few political communication studies to include values, Sotirovic and McLeod (2001) showed that newspaper news exposure has an indirect relationship with participation that is mediated through Inglehart's "postmaterial" values construct, while entertainment television use has a negative relationship with nonvoting participation that is mediated through "materialist" values. Several studies have also argued that entertainment television and films are likely contributors to political attitudes (Adams et al. 1985; Feldman and Sigelman 1985; Lenart and McGraw 1989) and socialization (BallRokeach et al.1981) . More recently,research has shown that the media's chronic depiction of extravagant lifestyles and high levels of personal consumption is associated with the expression of attitudes supportive of individualism and consumerism (Burroughs et al.2002; Shrum 1999; Shrum et al.1998 ; see also Wells and Anderson 1996; Wittebols 2004) .
If political communication research has overlooked values research, the main body of research linking values to civic life has likewise not addressed the role of the media. Inglehart's postmaterialism construct represents one of the most used measures in comparative research (Dalton 2000) , and some evidence shows that postmaterial values are associated with higher levels of political participation, even as they erode support for traditional institutions such as political parties (see, for example, Inglehart 1977 Inglehart , 1990 Inglehart and Abramson 1999; Inglehart and Norris 2003; Norris 2002 ; see also Davis 2000 , for a counterargument). Additional research highlights links between postmaterial values and protest activity (Inglehart 1990 (Inglehart , 1997 Inglehart and Catterberg 2002) and being "cognitively mobilized" for engagement in the political process (Dalton 1984 ).
Inglehart's argument that it is possible to classify people (and cultures) by the degree to which they are focused on economic gain and/or social hierarchy complements work by researchers such as Elazar (1983) who have sought to explain regional differences in political culture across the United States. Indeed, a number of research programs have sought to differentiate between individually focused cultures and collectivist cultures (see Oyserman et al. 2002; Triandis and Gelfand 1998) . Such a differentiation is also part of the ESS.
The Schwartz Value Scale
The ESS section designed to measure values includes a series of twenty-one questions developed by Shalom Schwartz-a reduced version of the Schwartz Value Survey (SVS; Schwartz 2003) .
2 Consistent with other definitions, Schwartz has argued that values should be defined along several lines. In particular, he states that values should be understood as (1) concepts or beliefs, (2) that pertain to desirable end states or behavior, (3) transcend specific situation, (4) guide selection or evaluation of behavior and events, and (5) are ordered by relative importance. Values . . . differ from attitudes primarily in their generality or abstractness and in their hierarchical ordering by importance. (Schwartz 1992: 4) Unlike others, however, Schwartz further argues that an adequate values structure should be comprehensive, by which he means that any given socialized attitude should fit within a given schema. This definition leads to a construct that can be illustrated using a circular pattern (Figure 1 ) with values lying opposite to each other at any point in the circle having strongly negative correlations.
With regard to comparability, just as Inglehart's later research on materialism and postmaterialism adopts a two-factor approach (survival/self-expression and traditional/secular authority; Inglehart and Baker 2000), so too does Schwartz (2003) note that the reduced SVS can function as a two-factor model (see also Vinken et al. 2004 ). The components of this model can be created by taking the variables that make up each of four "higher-order" values of openness to change (self-direction, stimulation, and hedonism), self-transcendence (universalism and benevolence), conservation (tradition, conformity and security), and selfenhancement (achievement and power) and combining them with their opposites to create orthogonal variables of self-transcendence and self-enhancement. The simplified model is depicted by the dark lines in Figure 1 . Given Schwartz's aim of capturing the full range of human values, it is no surprise that there is some conceptual overlap between his categories and those proposed by Inglehart. Both researchers have highlighted the conceptual similarity between the survival/self-expression dimension of Inglehart's work and the conservation/openness-to-change dimension of Schwartz (Inglehart and Oyserman 2004; Schwartz 2004) . 3 Inglehart's survival/self-expression dimension is the one most clearly linked to his earlier materialism/postmaterialism construct. Elsewhere, Schwartz (2003) writes that his analyses suggest that one of the original questions designed by Inglehart to tap materialism correlates highly with conservation values, whereas Inglehart's two questions designed to express postmaterialism seem to be both correlated with the self-expression/ self-transcendence factor in his model. This makes comparison somewhat confusing,but it is also these types of conceptual overlaps that Schwartz argues make his values battery hold together better in empirical analyses. The waters seem partially muddied by Inglehart's empirical approach of using factor analysis to select and aggregate a series of seemingly unrelated questions tapping attitudes, beliefs, and behaviors (see Inglehart and Oyserman 2004 for a review). Nevertheless, given past research, as well as the theoretical rationale that those focused on material gain for themselves or on hierarchical leadership should be less likely to be individually engaged for the group's benefit, it seems possible to make a general prediction about the role of values in our model. Hypothesis 3: "Conservation" and "self-enhancement" values will be associated with lower levels of participation than "openness" and "self-transcendence" values.
Testing Interactions
While it is expected that values will be related to engagement, it may also be that values and exposure to entertainment television work together in their relationship with participation at the level of the individual. Sotirovic and McLeod (2001) show that the effects of entertainment television are mediated by materialist values. Communication research in the cultivation tradition also highlights the importance of looking for interactions between media viewing and attitudes when looking at outcomes. "Mainstreaming" refers to the tendency of high media exposure to be associated with movement toward the cultural mean or "center of gravity" as depicted by the media (Shanahan and Morgan 1999: 143) . For example, if the television world tends to overemphasize conservative positions, then this media exposure would be expected to have little impact on conservatives' attitudes or behavior, whereas liberals who watched a lot of television would be expected to have more conservative views than other, less heavily exposed, liberals. Such interactions can occur with ideology as well as a range of other attitudes or individual characteristics (e.g., Shanahan 1995; Shanahan et al. 1997; Signorielli 1989 Signorielli , 1990 . In general, studies have suggested that the television mainstream is in the direction of a more traditional and individualistic world and that it is those with less traditional or conservative values who are mainstreamed. Nevertheless, unless the underlying media content is well understood, there is nothing inherent in cultivation research that suggests in which direction mainstreaming should occur. Furthermore, it is not clear that European entertainment television would necessarily depict the same worldview. A research question regarding potential interactions is therefore proposed.
Research Question 1:Will entertainment television exposure interact with values to drive down the participation of those with less traditional values (self-transcendence and openness to change) more so than those who already have such values (selfenhancement and conservation)?
Measures and Methods
The data used in this analysis come from the first round of the ESS, a survey initiated by the European Social Foundation (ESF) with support from the European Commission and national science funding agencies. The ESS is a biannual survey of attitudes and behaviors in Europe, similar in content and format to the American GSS. During the first round, surveys were conducted in twenty-two countries with substantial attention devoted to ensuring the validity of each national sample.The countries included in our survey ranged in total sample size from 1,506 (Denmark) to 2,919 (Germany) and in response rate from 53 to 80 percent, with respective averages of 2,259 and 64 percent. The exact procedures varied by country, but a range of professional organizations and academics participated in ensuring that the survey used appropriate sampling and translation techniques for each location. The survey itself was done in a face-to-face format with a self-completion questionnaire for some modules. The consortium managing the ESS maintains a comprehensive Web site providing documentation about the survey's history, methodology, fieldwork, and quality control (ESS 2004) .
Only original European Union countries available in the first data release are included in the analyses below. The ten countries included are Belgium, Germany, Denmark, Spain, Finland, the United Kingdom, Greece, Ireland, Portugal, and Sweden. Nevertheless, as noted above, the goal here is not to conduct a comparative analysis of media systems in Europe.Rather,the analysis is focused on exploring the role of values as they relate to participatory behavior and media use.
While our specific interest is in the role played by non-public-affairs television and personal values in predicting traditional political participation, it is important to specify as complete a model as possible, drawing on past research. In general, the present analysis most resembles that of Norris (2000b) ; but while she used both micro-level variables and macro-level variables in an ordinary least squares (OLS) regression model, this study uses SPSS 13.0's mixed model approach, a method similar to that implemented by hierarchical linear modeling (HLM) software or the SAS PROC MIXED procedure. This type of analysis has become popular based on the recognition that using OLS for data containing multiple groups violates OLS regression's assumption of independence of observations (Luke 2004; Singer 1998) .
Two main problems with using the SPSS mixed models approach are that it requires listwise deletion of missing variables and that weighting is not supported. The missing cases are a function of a small number of missing responses in each of the many variables used to create the additive scales in the model below. With regard to weights, the designers of the ESS suggest the use of both design and population weights (ESS 2003) . Given that the analysis here is meant to look at relationships, not to draw specific inferences to the studied population, it nevertheless seems reasonable to proceed with the analysis using the available sample. Also, while we do not report the results below, using OLS regression with weights and pairwise deletion provides almost identical estimates as the ones that come from the mixed model. A detailed explication of the variables used in the analyses is presented below.
Dependent Variable
The dependent variable is a basic measure of political participation and involves the summation of eight dichotomous variables assessing respondents' past political behavior. The questions asked about whether the respondent had, in the past twelve months, contacted a politician; worked in a political party or action group; signed a petition; taken part in a lawful protest; boycotted a product;bought a product for political,ethical,or environmental reasons; or donated money to a political organization. As is common with this type of variable, there is a substantial leftward skew (most people participate little, if at all), though plotting the pattern of relationships between the dependent variable and the independent variables showed that the relationships were essentially linear. This dependent variable is similar to the one used by Verba et al. (1995) and in the work by Norris (1996 Norris ( , 2000a Norris ( , 2000b . The Cronbach's alpha of .68 indicates a moderate degree of intercorrelation (DeVellis 1991). While the focus on individualistic values suggests the potential of further breaking values down by the degree to which it is a collective or individual activity, the moderate relationships between the variables precludes disaggregating out alternate, stable measures of engagement.
Values Variables
The variables designed to assess values were constructed based on the guidance provided by Schwartz (2003) in his proposal to the ESS consortium. The relevant questions provide respondents with a statement about a value (e.g., "It's important to think new ideas and be creative") and then asks them to say whether the statement sounds a lot like them or not at all like them on a 5-point scale with somewhat like me in the center position. A summary of each of the questions and their position in terms of the higher-order values are provided in Table 1 . To create a two-factor model, the variables for conservation and openness to change (reverse-coded) were combined (alpha = .72). Prior to doing so, Schwartz suggests standardizing each respondent's answers based on that respondent's own mean response to the twenty-one values questions. An identical process was undertaken in combining self-transcendence and self-enhancement (alpha = .66).
Media Variables
Media use was included in the model through measures for public affairs television exposure, entertainment/non-news television exposure, newspaper use, and Internet use. All of the media variables are simple exposure measures, with respondents given the opportunity to answer by a half hour but coded such that 0 represents 0 hours, 1 represents 30 minutes, and so on to a maximum of seven representing 3 or more hours.
While this study often refers to the "non-news" variable as "entertainment television," it was, in fact, created by subtracting the public affairs exposure measure from a measure of total television viewing. It seems reasonable to argue that almost all television exposure not specifically called public affairs or news television can be deemed as entertainment television (including sports programming). Having a more precise set of media measures might provide additional insight (Chaffee and Schleuder 1986) , but it seems reasonable to proceed based on the current data.
Mobilization and Resource Variables
Also included as controls are resource variable measures of efficacy and trust (Brehm and Rahn 2000; Moy et al. 1999; Moy and Scheufele 2000; Rosenstone and Hansen 1993; see Delli Carpini 2004 for a review). The internal efficacy measure includes three questions that assess respondents' perception that they Table 1 Underlying questions for each "higher-order" value in the Schwartz Value Inventory can understand politics, take an active role in a group involved in political issues, and make up their mind about political issues.Each of these was measured on a 5-point scale with higher scores representing higher efficacy (alpha = .63). The external efficacy measure includes just two variables, the first asked about whether respondents felt that politicians care what people think. The second asked whether the respondent felt politicians are more interested in votes than the peoples' opinions. The trust in institutions measure includes six variables initially measured on 11-point scales (from 0 to 10) with higher scores representing greater trust. The six questions each asked about the national parliament, the legal system, the police, politicians, the European Parliament, and the United Nations (alpha = .85).
Macro-Level Controls
Two macro-level variables were initially included in our model to try and account for cross-national differences. As per Norris (2000b) , a dummy variable representing Northern European countries was included as well as a second variable meant to account for cross-national differences in the nature of television systems. This second variable was meant to account for the fact that countries such as the United Kingdom have largely public systems while others, such as Germany, operate independently of government. As per Milner (2002) , a variable was therefore created for the average amount of television advertising per person using publicly available data (World Screen News 2003). Alternative variables accounting for the percentage of homes with cable or satellite access and advertising by GDP per capita were also created, but these proved highly correlated with advertising per person and were therefore dropped from the analysis.
Socioeconomic Variables
Standard socioeconomic variables associated with political participation as well as political interest were also included. Prescreening showed that age had a curvilinear relationship with participation. A squared term (age-squared) was therefore generated. The political interest variable came from a single question asking the respondents how interested they were in politics on a 4-point scale with a higher score representing more interest. Table 2 provides the means of the four higher-order values by entertainment television exposure before controls.
Results
4 Increased exposure to non-news television seems to be associated with lower levels of "self-transcendent" values-those values associated with concern for the world beyond the individual-while the opposite pattern emerges for self-enhancement values. Conservation values also seem to be associated with higher viewing, though a clear pattern is marred by those who claim to watch no non-news television. Similarly, openness-tochange values seem to be generally associated with less entertainment television viewing, with those at the highest level of viewing somewhat breaking the clear linear pattern.
With regard to political participation (Table 3) , increased openness to change seems to have a relationship with greater participation, while concern about the conservation of existing societal structures is associated with lower levels of participation. Values associated with a desire to transcend the individual also seem to be related to a higher number of participatory acts. Self-enhancement does not seem to be clearly related to participation, before controls. Table 4 contains both means and standard deviations for each of the variables in the model as well as parameter estimates (these can be understood as equivalent to unstandardized regression coefficients). This table includes only fixed effect variables (those at the micro level) because the chi-square tests of the relative differences of the information criterion (e.g. the -2 restricted log-likelihood [-2RLL]) suggested that neither macro-level variable was significant and that the model without macro variables explained the most variance (Table 5) . A model containing three way interactions between media use, entertainment television exposure, and each of the macro-level variables was rejected as explaining no additional variance. Chi-square tests of a model containing no control for random effects at the country level (not shown) nevertheless suggest the benefit of accounting for country-level and individual-level variance separately.
Higher levels of education, the middle range of age, and higher levels of political interest are associated with greater political participation. The parameters for education and gender are, however, quite small. Greater newspaper use, Internet use, and higher levels of efficacy are also related to participation. Trust is only marginally related to participation, with institutional trust actually having a negative relationship with the dependent variable, a result that Hardin (1999) argues is entirely compatible with participatory behavior.
With regard to our specific variables of interest, the small negative relationship between participation and public affairs television does not support Hypothesis 1 and Norris's (2000b) findings regarding the beneficial civic role of television news. Whether this result is associated with something specific to Europe's greater use of newspapers as a primary source of public affairs news (Hallin and Mancini 2004) or some other factor is unclear but would seem to warrant further investigation.
Given the interaction terms, it seems reasonable to talk about Hypothesis 2, Hypothesis 3,and Research Question 1 together.To provide a visual perspective to these interactions, Figures 2 and 3 use the parameter estimates to create a simple plot of the points at either end of the lines representing individuals at the 25th and 75th quartiles for the relevant measures of entertainment television viewing.For Table 2 Exposure to entertainment TV by the mean of the four "higher-order" values 
5-25
Note: The values' scores represent the summed total of the responses to the questions in Table 1 . Standard deviations appear in parentheses. Table 3 Political participation by the four "higher-order" values Zero Acts 
Note: The values' scores represent the summed total of the responses to the questions in Table 1 . Standard deviations appear in parentheses.
each line, one point represents individuals who are heavy entertainment television viewers (2.5 hours) and the other point represents low entertainment viewers (30 minutes). Figure 2 shows that at low levels of entertainment television viewing, those with conservation values have lower levels of participation than those expressing openness-to-change values. At higher levels of television viewing, however, there is much less difference in participation levels. Entertainment television viewing seems to hurt participation levels for those who are open to change 54 Press/Politics 11(2) Spring 2006 Note: Final N = 7,562 a. The random (macro-level) variables for per capita advertising and residence in Europe were not significant and are therefore not included in the final model. b. The same pattern of estimates occurs when using ordinary least squares (OLS) regression models (each interaction running in a separate model) except that the main effect for entertainment television viewing is significant in the OLS model containing the interaction with the openness-to-change-conservation variable. Also, the estimate for age-squared is significant but very low because age is squared.
while actually increasing participation levels for those who maintain values emphasizing the conservation of the status quo. The interaction term for the self-transcendence/self-enhancement and entertainment television (Figure 3 ) has a similar pattern of relationships, though with an important difference. At low levels of entertainment television viewing, those in self-transcendence values report somewhat higher levels of participation than those reporting high levels of self-enhancement values. The difference in participation levels disappears when looking at higher levels of entertainment television viewing, with exposure being associated with less participation for both groups.
Interestingly, while the interaction terms are statistically significant, they do not demonstrate the normal set of mainstreaming patterns where entertainment television viewing is associated with bringing those with liberal outlooks closer in behavior or attitudes to more conservative individuals (Research Question 1). The data suggest that the average values being presented by entertainment television programming lie between the strong self-transcendence and strong self-enhancement values. Such a hypothesis, however, is something that must be addressed through a content analysis of relevant media content. From the current data, we can nevertheless argue that the interaction presented suggests that entertainment television is associated with less participation for everyone except those with conservation values. This exception from the pattern means the data only partially support Hypothesis 2. The results, however, fully support Hypothesis 3: that the "traditional" human values of both the selfenhancement and conservation-oriented type are associated with less participation and this relationship is contextualized by respondents' reported media use.
Discussion
It is important to recognize that the results above come from a series of European samples, whereas the bulk of the research on the relationship between media exposure and engagement uses American data. Nevertheless, several factors point to the possibility of tentatively accepting the generalizability of the present results to other Western cultures, including that of the United States. At the empirical level, Norris's work has already demonstrated that Western cultures have similar predictors of political engagement to the United States. Given that the present results are similar to those of Norris, as well as the wider body of political communication research described above, the discussion below provides general comments about the need to better understand how values affect political engagement, including the attendant need to better understand nonnews television's political nature.
While the size of the relationships reported above are small,the results at least begin to suggest that values represent moderating factors between media use and Openness to Change and Conservation Values by Media Use Interaction participation in public life. Whereas cultivation research has focused on interaction effects between general television exposure and both demographics (e.g., high education vs. low education) or attitudes (e.g., liberals vs. conservatives), mainstreaming-type effects may also operate at the level of core human values. Indeed, given that the type of correlational analysis attempted here is primarily suited only to testing potential medium-to long-term media effects, and that values themselves are believed to originate through socialization, a medium-to long-term process, it seems entirely reasonable that the media-values relationships explored here would exist. These analyses also support the conclusion that something other than time displacement could be behind lower levels of civic engagement (e.g., Hooghe 2002; Shah 1998) . If time displacement is not the sole answer, what is it about entertainment television that short-circuits individuals' willingness or ability to act like other individuals with similar levels of expressed values? Panel designs might provide some additional insight into the values/participation relationships. Such research could, for example, look at long-term changes in values associated with media exposure and attention. It might also be possible to take a step backward from the present research to explore whether values themselves are predicted from media use, though this has the problematic assumption that individual media use at the time of the survey is a predictor of level of media use in the past. Furthermore, the value of such research would seem limited unless parallel work sought to better understand what specifically about entertainment Self-Transcendence and Self-Enhancement Values by Media Use Interaction television content is relevant to civic life. Indeed, little research has systematically attempted to describe how entertainment television depicts the public sphere. At least two potential content-related pathways seem possible. The research by cultivation researchers (e.g., Burroughs et al. 2002; Shanahan et al. 1997; Shanahan and McComas 1999; Shrum 1999; Shrum et al. 1998) suggests that the problem may be that entertainment television programming primarily emphasizes consumptive activities in the private sphere. In the language of cultivation research, entertainment television programming may therefore be "symbolically annihilating"the public sphere (Shanahan and Morgan 1999) . Perhaps those who expose themselves to large amounts of non-news television are primarily preoccupied with consumer culture and thus spend their free time discussing the newest iPod and surfing Amazon.com, rather than reading the latest article on FactCheck.org. Could "cognitive displacement," rather than time displacement, be the driving force behind declining social capital in Western countries? Alternatively, McBride's (1998) exploration of entertainment television's focus on individual character explanations and hierarchical (e.g., police) problem solving provides potential insight into why heavy viewers are less likely to engage civically. If problems are solved by paid individuals, not groups or communities, why get involved? Such an argument seems to parallel the argument that Iyengar (1991) has made about how episodic news content primes viewers to think of social problems as individual problems and thus not matters for public action.
Whether the problem with entertainment television is due to its depiction of consumerism or more directly related to how it portrays civic life-or both together-an opportunity exists for researchers skilled in television content analysis to develop coding schema with which to examine the "public" aspect of entertainment television. The Simpsons, for example, has included numerous depictions of public meetings, protests, and votes, while shows such as West Wing and Spin City focus specifically on political life. Furthermore, many of the studies referenced above occurred prior to the onslaught of reality-television programming. It may be that extensive discussion of voting and quasi-political strategy central to programs such as Survivor and American Idol has an impact on viewers' perceptions of traditional electoral processes, views about fellow citizens, or attitudes toward politicians.
Whatever the reason, the evidence provided here supports the notion that core values are associated with different levels of participation and that non-news television is a relevant contextual factor for this relationship. Given the focus on values, it seems likely that this relationship has deeply rooted origins. It is important to continue showing the existence of such relationships to remind us that it is a mistake to assume that the commercial message systems within which most Western citizens find themselves immersed are benign.
Notes
1. The instability of the relationships exhibited by the simple television exposure measure used by Putnam should have come as no surprise to communication researchers (Mcleod et al. 2003) .The "hours-per-day" measure he used was the same type of simple variable underlying criticism of George Gerbner's "cultivation" approach to media effects (for summaries of the cultivation approach, see Gerbner 1998; Gerbner et al. 1986; Shanahan and Morgan 1999) . The most common of these criticisms focused on cultivation's use of a single television exposure measure (Pinegree and Hawkins 1981; Potter and Chang 1990; Potter 1993 ). Moy and Pfau (2000) explicitly recognize the debt political communication research owes to Gerbner while nevertheless choosing to use a range of media measures. Most survey research on media effects now tends to include a range of exposure and attention variables across a range of different media (Chaffee and Schleuder 1986) . Unfortunately, few surveys available for secondary data analysis contain a full range of such measures. 2. In his proposal to the European Social Survey (ESS) consortium, Schwartz (2003) cites Clark (1999) to suggest that the Inglehart measure lacks robustness and comprehensiveness while also arguing that the value dimensions developed by Hofstede (1980) and Rokeach (1973) are also unsuitable for the ESS because of both their relative lengths and theoretical shortcomings. It must be left to those championing the different values models to show how their approach would provide different results than those presented below. A number of sources provide a full history of the development and testing of the Schwartz Value Survey (e.g., Schwartz 1992 Schwartz , 1994 as well the competing approaches to measuring values (Vinken et al. 2004 ). 3. Similarities between the work of Triandis (2004) and Hofstede (1980) are also apparent (see Vinken et al. 2004 ). 4. The size of the sample makes all differences significant by normal standards.
